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ABSTRACT (ENGLISH) 
The burgeoning service sector contributes significantly to the global economy. 
Given that no services system is perfect and failures are bound to occur in service 
encounters, issues of service failure have received a lot of attention in marketing. 
Previous literature recognizes two distinct dimensions of service failure: outcome and 
process, yet little is known about how customers respond to these two types of service 
failure. 
To fill this gap, two personal values with universal applicability, "fate belief and 
"face concern," are used in this thesis to advance our understanding of customer 
responses to different types of service failure. Drawing on previous social psychology 
and service failure literature, it is hypothesized that the impact of fate belief on 
customer dissatisfaction will be more salient in cases of outcome failure, whereas the 
impact of face concern on customer dissatisfaction will be more salient in cases of 
process failure. In addition, fate belief and face concern will also influence customer 
dissatisfaction responses (i.e., complaining, negative word of mouth, and tipping). 
A 2 (outcome failure vs. process failure) x 2 (strong fate belief vs. weak fate 
belief) x 2 (high face concern vs. low face concern) completely randomized factorial 
design experiment was conducted to test the hypotheses. The results confirm the 
i 
impacts of fate belief and face concern on customer dissatisfaction, specifically, that 
customers of strong fate belief are less dissatisfied than customers of weak fate belief 
in outcome failure, whereas customers of high face concern are more dissatisfied than 
customers of low face concern in process failure. However, other than the influence of 
face concern on negative word of mouth, fate belief and face concern did not affect 
customer dissatisfaction responses as predicted. The findings of this study suggest 
important implications for service researchers and managers, as well as fruitful 
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In this chapter, the background of service failure issues, the research objectives 
and the significance of this thesis are discussed. The first section introduces the 
background of service sector and the growing concern of service failure issues in 
marketing. Then, the research objectives are highlighted in the second section. In 
addition, the significance of this thesis is emphasized in the third section, followed by 
the final section of the thesis outline. 
1.1 Background 
Rapid growth of the service sector contributes significantly to the global 
economy. Strong evidence supporting this can be witnessed in both Western and 
Asian countries. For instance, as much as 80 percent of U.S. Gross National Product 
stems from service sector (Coalition of Service industries 2000) and over 80 percent 
of all U.S. jobs now resides in service industries (U.S. Department of Commerce 
2002). In some Asian developed countries and cities, such as Japan and Singapore, the 
service sector contributes nearly 70 percent of the countries' GDP. In Hong Kong, the 
figure is nearly 85 percent (Economic & Social Data Ranking: Asian Countries 2003). 
Thus, marketing researchers have devoted notable efforts to study service quality and 
consumer satisfaction in service industries (e.g, Bitner 1990; Brady and Cronin 2001; 
1 
Cronin and Taylor 1992; Parasuraman, Zeithaml, and Berry 1994). 
Service marketing is somewhat more complex than product marketing. Given the 
features of heterogeneity and intangibility, service failures are bound to occur in 
service encounters (Zethmal, Parasuraman, and Berry 1990). A recent CRM report 
points out that through 2007, more than 75 percent of businesses will fail to fully meet 
service customers' expectations, as a consequence, they will experience 100 percent 
turnover of their customer base on average in every five years (Morphy 2002). 
Therefore, in recent years, issues of service failure and recovery have received 
considerable theoretical and empirical attention in marketing (e.g., Blodgett, Hill, and 
) 
Tax 1997; Maxham III and Netemeyer 2002; Smith, Bolton, and Wagner 1999). 
More recent research has pointed out that service failures involve two distinct 
dimensions, i.e., outcome and process (Smith et al. 1999). However, previous 
literature sheds little light on how service customers respond to different types of 
service failure. Notably, based on the characteristic of heterogeneity (Parasuraman, 
Zeithaml, and Berry 1985), service outcomes are highly uncertain. Customers usually 
cannot expect to receive exact outcomes every time they visit the same service firm. 
On the other hand, human interactions (particularly the nature of customer-employee 
interactions) are an integral part of service delivery process (Bitner, Booms, and 
Tetreault 1990). Human interactions are intangible and heterogeneous, so it is difficult 
for customers to assess and for service firm to assure the process quality. The 
unpredictable service outcomes and the intangible service delivery processes may lead 
to a high possibility of service failures. 
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Personal values are widely recognized as one of the key factors that shape 
customers' attitudes, perceptions, and behaviors. It is believed that some personal 
values may affect customers' perceptions of service failures. Notably, “fate belief" 
and “face concern “ are particularly relevant in explaining and predicting how 
customers respond to the two distinct types of service failure. People who adhere to 
high fate belief are external locus of control oriented. When service failure happens, 
they will attribute the failure to external forces (e.g., bad luck), and be less dissatisfied. 
This impact may be even more pronounced in cases of outcome failure. Given that 
service outcome is highly unpredictable, and fate belief influences one's perception of 
unpredictable outcomes, fate belief may strongly influence one's perception and 
evaluation of a service outcome failure. On the other hand, people with high face 
concern are sensitive to their social resources needs (e.g., self-esteems). Service 
involves human interactions, so that service failure may incur a certain degree of 
customers' social resources losses. Customers with high face concern will be more 
dissatisfied in service failure than those with low face concern. This pattern may be 
more pronounced in process failure because service process failure involves more 
human interactions than outcome failure. 
To fill a theoretical gap with important practical applications, this thesis provides 
a comprehensive model of customer responses to service failures that recognizes the 
distinct service failure type by taking two important personal values (i.e., fate belief 
and face concern) into consideration. 
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1.2 Research Objectives 
Given the sparse research on customer responses to two distinct types of service 
failure, this thesis addresses this issue by examining the impacts of fate belief and face 
concern on customer responses to them. More specifically, it focuses on the following 
questions: 
(1) How the impacts of fate belief and face concern differ across two distinct types of 
service failure, i.e., outcome and process failures, on customer dissatisfaction. 
(2) How fate belief and face concern moderate the impacts of customer dissatisfaction 
on complaining, negative word of mouth, and tipping behaviors. 
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1.3 Significance of This Thesis 
As mentioned before, issues of service failure and recovery have become a 
crucial topic in both academic and managerial areas nowadays. To provide a 
comprehensive model of examining customer responses to two distinct types of 
service failure (i.e., outcome and process) would be of interest to researchers and 
practitioners alike. More importantly, this study provides several important theoretical 
and managerial implications. 
On the theoretical facet, this is a pioneering study on examining the relationship 
between service failure type and customer dissatisfaction responses by taking personal 
values into consideration. It fills the pervious literature gap of how customers react 
and respond differently to the utilitarian outcome failures and to the symbolic process 
failures. 
Besides, fate belief and face concern are two constructs with universal 
applicability in influencing consumer attitudes, perceptions, and behaviors. However, 
not much marketing literature has applied these two constructs to investigating 
consumer behaviors. This study applies these two important constructs as moderators 
in investigating customer responses to service failures, and advocates that the impact 
of fate belief will be more salient for the utilitarian outcome failures whereas the 
impact of face concern will be more salient for the symbolic process failures. It 
enhances the theoretical understanding of customer responses to two distinct types of 
service failure. 
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In addition, the strong linkage among service failure type, fate belief, and face 
concern would undoubtedly point to many fruitful directions of future research. For 
instance, the relationship among service failure type, fate belief, and face concern can 
be extended to service recovery research to examine which types of service recovery 
method would be more effective to restore customer satisfaction. 
On the managerial facet, this study offers opportunities for practitioners to 
enhance their understanding of customer dissatisfaction responses to two distinct 
types of service failure and enable them to act proactively in handling customer 
dissatisfaction. As service failures are almost impossible to be avoided in service 
encounters, it is crucial for service firms to realize how customers evaluate different 
types of service failure, and to develop key recovery strategies to cope with 
customers' needs. 
Moreover, by knowing the impacts of fate belief and face concern on customer 
responses to different types of service failure, service firms can implement better 
market segmentation to cope with various customers' needs. For instance, as 
customers with high face concern will be more dissatisfied than those who low face 
concern, managers should pay more attention on classifying their customers by 
customer profiles and segment their customers with their face concern. Besides, when 
compare to western countries, people in Asian countries (e.g., China) are in general 
more sensitive to their face needs. Therefore, service firms should put more efforts on 
service quality control in Asian counties to avoid possible service failures, especially 
for the symbolic process failures. 
6 
1.4 Outline of This Thesis 
The content of this thesis is organized as follow: First of all, the literature review 
of the issues of service failure type, customer dissatisfaction, dissatisfaction responses, 
fate belief and face concern is presented in Chapter Two. Then, a conceptual model of 
integrating the relationships among them is proposed, followed by a series of 
hypotheses development. In Chapter Three, the methodology adopted is discussed, 
including a description of the service failure scenarios and a delineation of the 
structured questions used to test the hypothesized relationships. The results of the 
study are analyzed and discussed in Chapter Four. Following the discussion of the 
results, the key theoretical and managerial contributions, research limitations and 




LITERATURE REVIEW AND MODEL DEVELOPMENT 
2.0 Overview 
In this chapter, a model of personal values influencing customer responses to two 
types of service failure is presented. The model provides a framework of the 
relationships among service failure type, customer dissatisfaction, and dissatisfaction 
responses by taking the impacts of fate belief and face concern into consideration. In 
the following sections, the conceptual definitions of all the main constructs in this 
thesis are explained. Then, a conceptual model is presented which links up all the 
constructs. Finally, a series of testable hypotheses are proposed to describe the causal 
relations among the constructs specified in the conceptual model. 
2.1 Conceptual Definitions 
2.1.1 Two Types of Service Failure 
2.1.1.1 Service Quality 
The foundation of recognizing different types of service failure lies in the service 
quality literature. Generally speaking, perceived service quality is an elusive construct 
that is difficult to define and measure (Brown and Swartz 1989; Parasuraman, 
Zeithaml, and Berry 1985; 1988). Researchers in services marketing suggest that 
service quality is a multidimensional construct (Brady and Cronin Jr. 2001; Gronroos 
1982; Parasuraman et al. 1985) and they have different views on the dimensions of 
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service quality. For example, Gronroos (1982) advocates two dimensions of service 
quality: functional and technical. Functional quality is the interactions that customers 
perceive during service delivery process, whereas technical quality is the outcome of 
the service that customers receive in the service encounter. Parasuraman et al. (1988) 
propose five dimensions of service quality (SERVQUAL model) that describe service 
encounter characteristics: reliability, responsiveness, empathy, assurance, and 
tangibles. The SERVQUAL model has been widely adopted by marketing scholars to 
measure service quality. 
Notably, the five dimensions of the SERVQUAL model appear to be related to 
two distinct aspects of service, i.e., service outcome and service delivery process. 
Bitner, Booms, and Tetreault (1990) have pointed out that most of the scale items for 
each dimension in the SERVQUAL model are related to the human interaction 
element of service delivery process. Among the five dimensions, reliability, 
responsiveness, and empathy seem to be related to the service process quality, 
whereas assurance and tangibles seem to be related to the service outcome quality. 
Therefore, the intangible human interaction element (particularly the nature of 
customer-employee interactions) is an integral part of service quality. 
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2,1.1.2 Service Failure 
It is widely recognized that mistakes almost always occur in service systems and 
it is practicably impossible to eliminate service failures entirely (Susskind 2001; 
Swanson and Kelly 2001). Due to the inevitability of service failures, issues of service 
failure and recovery have attracted a lot of attention from marketing researchers in 
recent years (e.g., Maxham III and Netemeyer 2002; Smith, Bolton, and Wagner 1999; 
Tax, Brown, and Chandrashekaran 1998). On the basis of previous service quality 
literature, especially Gronroos's (1982) work, some researchers have classified service 
failures into two distinct types, namely, outcome failure and process failure (Hoffman, 
Kelley, and Rotslsky 1995; Keaveney 1995; Smith and Bolton 2002; Smith et al. 
1999). 
According to Smith et al. (1999)，an outcome failure occurs when a service 
organization does not fulfill the basic service need or perform the core service to the 
customer, resulting in the loss of economic resources (e.g., money, time) for 
customers, whereas a process failure refers to the delivery of the core service that is 
flawed or deficient in some way, resulting in the loss of social resources (e.g., status, 
esteem) for customers. For instance, if a restaurant is out of a menu item or the food 
tastes badly, an outcome failure occurs. On the other hand, if the waiter is rude or 
unhelpful, a process failure occurs. 
Note that service outcome is characterized by heterogeneity (i.e., service 
outcome performance often varies from producer to producer), and it is not possible 
for customers to receive exact outcomes every time they visit the same service firm 
(Parasuraman, Zeithaml, and Berry 1985). Since service outcomes are very uncertain 
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and unpredictable, there is a high possibility of outcome failures. On the other hand, 
service delivery processes heavily involve intangible human interactions (i.e., 
interactions between customers and service providers), which are difficult for 
customers to assess and for service firm to assure the process quality. The intangibility 
of service delivery process may lead to a high possibility of process failures. 
2.1.1.3 Exchange Resources 
To further advance our understandings of the two types of service failure, 
resources exchange involved in the outcome failure and process failure should be 
highlighted. Marketing exchange theories point out that various resources are 
involved in exchange (e.g., Bagozzi 1975, 1979; Brinberg and Wood 1983; Bristow 
and Mowen 1998). Bristow and Mowen (1998) have found four fundamental 
resources for exchange, namely, physical, financial (economic), social, and 
informational. Among the four exchange resources, financial (economic) and social 
resources are particularly relevant to service outcome and process failures. Financial 
(economic) resource refers to money, goods, property, and other assets that have 
exchange values, whereas social resource is prestige, regard, or esteem that one needs 
for relations and interactions with other people. Bagozzi (1975) has also pointed out 
that there are two dimensions of exchange, namely, utilitarian and symbolic 
exchanges. Utilitarian exchange refers to economic resources exchange, such as 
money and goods, whereas symbolic exchange refers to psychological or social 
resources exchange, such as status and esteem. Therefore, from an exchange 
perspective, outcome failures mainly involve utilitarian exchanges (i.e., economic 
resources), while process failures mainly involve symbolic exchanges (i.e., social 
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resources). 
2.1.1.4 Intended Contributions 
Although some researchers have distinguished between these two types of 
service failure, they shed little light on how service customers respond to them. As an 
exception, Smith et al. (1999) have examined the influences of service failure type on 
customer (dis)satisfaction and customer evaluations of various types of recovery 
efforts. They found that service recovery efforts that "match" the failure type enhance 
customer perceived justice and customer satisfaction. 
It is important to note that outcome failure and process failure are two distinct 
dimensions with different characteristics. Service outcome is heterogeneous, and 
outcome failure involves the loss of tangible economic resources (e.g., money, time). 
On the other hand, service delivery process highly involves human interactions, and 
process failure involves the loss of intangible social resources (e.g.，status, esteem). In 
light of these characteristics, it is likely that different customers may react differently 
to the two types of service failure. In other words, some moderators can be found to 
investigate customer responses to outcome and process failures. 
Personal values are one of the strong moderators that influence how customers 
react to different types of service failure, specifically, how dissatisfied they are and 
how they respond to dissatisfaction. Among the various personal values, “fate belief" 
and “face concern “ appear to be two important moderators. 
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There are various views of pervious literature on considering whether fate belief 
and face concern are cultural values or values with universal applicability. Some of 
the psychologists believe that both of these two values feature in every type of society 
and with universal applicability (e.g., Brown and Levinson 1978，1987; Goffman 
1959’ 1967; Leung et. al. 2002; Pepitone and Saffiotti 1997)，while some 
cross-cultural researchers has treated fate belief and face concern as cultural values 
since the impacts of fate belief and face concern on human perceptions and behaviors 
are varied across cultures (e.g., Ting-Toomey and Kurogi 1998; Bao, Zhou, and Su 
2003; Schutte 1998). This study adopts the views of universal applicability of these 
two constructs and believes that they are two personal values that exist in every 
culture. 
Cross-cultural research has found that people in Asian countries are more 
concerned about their face (social resources) and have a high belief in fate (external 
forces) than those in Western countries (e.g., Bond 1996，Oetzel et al. 2001). 
Generally speaking, with the notion of fate, people in Asian countries are more likely 
to accept the fact that many life outcomes are out of their control. In addition, they 
emphasize social interactions because of their concern for face. Since fate belief and 
face concern can be viewed as two personal values feature in every type of society, It 
is believe that even within the same society, there are a certain degree of variation in 
peoples' fate belief and face concern adherences. 
Outcome failure involves the loss of tangible economic resources (e.g., money, 
time), so it is expected that customers who strongly believe in fate are more likely to 
accept the outcome failure. On the other hand, process failure involves the loss of 
customer intangible social resources (e.g., status, esteem) during the interactions in 
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service delivery, and thus it is believed that customers with high face concern may be 
more sensitive to the process failure. 
2.1.2 Personal Values 
Personal values have been widely recognized as key factors that shape customer 
attitudes, perceptions, and behaviors (Pitts and Woodside 1984). Rokeach (1968) 
pointed out that a value is "a standard or criterion for guiding action and for 
developing and maintaining attitudes toward relevant objects and situations" (p. 160). 
Lessig (1975) defined values as closely held, abstract beliefs centrally located within 
one's belief system. In other words, personal values can be recognized as enduring 
needs and beliefs of the individual, and they provide a general guidance system for the 
individual's behavior. 
Given the distinct characteristics of outcome and process failures, customers with 
various personal values may evaluate them differently. For instance, materialism is a 
value that has become increasingly prevalent in Western cultures nowadays 
(Schiffman and Kanuk 2000). Individuals who adhere to materialism tend to value 
material possessions and are concerned for the quality and quantity of their 
possessions (Burroughs and Rindfleisch 2002). Since materialistic individuals place 
considerable importance on the acquisition of money and material goods, they may be 
more dissatisfied in cases of service outcome failure than service process failure. 
Fate belief and face concern are particularly relevant in explaining how 
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customers respond to the utilitarian outcome and the symbolic process failures 
respectively. Given that service outcomes are uncertain and unpredictable in nature, 
fate belief may has a stronger effect on one's perception and evaluation of an outcome 
failure. On the other hand, since service delivery processes largely involve human 
interactions, face concern may has a more salient effect on one's perception and 
evaluation of a process failure. 
2.1.2.1 Fate Belief 
As fate belief influences how people interpret their life outcomes (Pepitone and 
Saffiotti 1997)，it is particularly relevant to explain and predict customer evaluations 
of service failures, especially for outcome failures. Fate belief is a construct with 
universal applicability, and it has profound influences on consumer behavior (Schutte 
1998). Indeed, it has been proposed in both eastern and western analyses. 
In eastern analyses, scholars point out that fate belief is significantly related to 
the traditional Chinese culture (e.g., Bond 1996; Yau 1988). Build on Kluckhohn and 
Strodtbecks，(1961) works, Yau (1988) has pointed out that Chinese are 
'Man-to-nature' oriented. They regard man as a part of nature, and believe that man 
should not try to overcome or master nature. It is because they consider nature has the 
Way (Tao), and they have to leam to adapt to it in order to reach harmony. This leads 
to an indigenous concept of “yuam”, in which the relationships with all other things 
or individuals are predetermined. In Japan, the concept of “innen” is akin to the belief 
of fate, and the Japanese attribute a large part of their success or failure to one's "en" 
(an indirect external cause), which is a part of innen (Schutte 1998). Generally 
15 
speaking, people in Asian countries who believe in fate are more likely to ascribe 
failure to external forces and provide an explanation for both propitious and 
calamitous events. 
In western analyses, Pepitone and Saffiotti (1997，p.25) suggest fate belief "is 
invoked to explain those life events that are perceived to be predestined and wholly 
under the control of some external power." They have pointed out that it is a value 
that can satisfy a fundamental cognitive need for causal attributions to enhance one's 
comprehension and interpretation of one's outcomes. 
In fact, fate belief is highly related to locus of control (Leung et al. 2002; Schutte 
1998), which is one of the causal dimensions of attribution theory. Attribution theory 
concerns how one make causal inferences of another party's behavior. Heider (1958) 
identified an internal-external causal dimension of attribution process, i.e., the causes 
of outcome depend on factors within the person (internal attribution) or factors within 
the environment (external attribution). Build on Heider，s work, Weiner (1980) 
classified this internal-external dimension as the locus of control. Generally speaking, 
if people have orientations towards an internal locus of control, they usually regard 
themselves as having control over their outcomes, and success or failure in life is 
viewed to be directly attributable to the individual. Conversely, if people have 
orientations towards an external locus of control, they believe they have less control 
over their outcomes, and success or failure in life is considered to be directly 
attributable to the external environments (Kelly 1967). Since fate belief is evoked to 
explain and attribute one's outcomes to external forces, it is an external locus of 
control. Rothbaum, Weisz, and Snyder (1982) have classified attributions to chance 
and fate as illusory control. They have pointed out that the agent of chance 
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attributions is fate, and people who often make chance attributions are always refer to 
luck and fate in explaining outcomes. 
Attribution theory has been widely adopted by marketing researchers in 
explaining customer responses to service failures (e.g., Bitner 1990; Folkes 1984; 
1988; Folkes, Koletsky, and Graham 1987). Weiner (2000) points out that customers' 
attributional thinking is more likely following service failure rather than after service 
success. When a failure occurs, customers often attempt to make attributions to its 
cause. If customers perceive the service organization has control over the service 
failure, they will be dissatisfied and angry (Bitner 1990; Folkes et al. 1987). 
Cross-cultural researchers have pointed out that there is a variation of fate belief 
among different cultures, and they have found that fate belief is much stronger in 
Asian cultures than Western cultures (e.g., Bond 1996; Lowe and Corkindale 1998). 
Some researchers have pointed out that customers in Chinese societies are in general 
less dissatisfied with service failures than those in other cultures. It is because they 
have a strong belief in fate, and are more likely to attribute service failures to external 
forces, such as bad luck (Thorelli 1982; Yau 1988). We believe that even within the 
same cultures, there is a variation in fate belief among different people. 
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2.1.2.2 Face Concern 
Face concern is an important construct with universal applicability (Brown and 
Levinson 1978, 1987; Goffman 1959, 1967; Ting-Toomey 1985). It has attracted a lot 
of attention in prior social sciences studies, especially in social psychology, sociology, 
and communication (e.g., Brown and Levinson 1987; Goffman 1959，1967; 
Ting-Toomey and Kurogi 1998). It has significant and pervasive impacts on social 
interactions, such as conflict management, negotiation, gift giving behaviors, etc. (e.g., 
Oetzel et al.l998; Ting-Toomey and Kurogi 1998; Tracy 1990). 
According to Goffman (1967)，'face' is "the positive social value a person 
effectively claims for himself (p.5). It is a "public property" and depends on others 
for its existence (i.e., only realizable in interactions). He further explained that face 
can be lost and saved in social interactions. When people present themselves in 
everyday life, they will use a series of strategies, i.e., face-work, to prevent or remedy 
their loss of face. Drawing upon Goffman's works, Brown and Levinson (1978) have 
developed an influential and comprehensive politeness theory to explain the concept 
of face and investigate face-work based on the dimension of positive-negative face. 
Accordingly, positive face refers to a person's desire to be appreciated and approved 
by others, whereas negative face refers to a person's want to be unimpeded and free 
from imposition. They identified a series of speech acts that are related to positive and 
negative faces. For instance, positive facework includes speech acts that concern the 
degree of threat or respect each gives to the other's need for approval, such as 
compliment and promise. On the other hand, negative facework includes speech acts 
that concern the degree of threat or respect each gives to the other's claim to freedom 
and autonomy, such as apologies. Therefore, there is a mutual need for participants in 
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the interaction to consider both self face and other face to make an interaction to 
succeed, and politeness is a kind of communicative strategy to cope with one's face 
needs. 
The value of face has also received numerous scholars' attention in cultural 
studies (e.g., Bond 1996; Ho 1976; Hu 1944; Hwan 1987). Particularly relevant to the 
present work is the Chinese concept of “mien-tzu. “ Mien-tzu refers to a form of face 
involving prestige or reputation based on personal effort, and can be achieved through 
getting on in life, success and ostentation (Hu 1944). It concerns the projection and 
the claiming of public image (Hwan 1987). Due to the influence of mien-tzu in 
eastern societies, especially in China, politeness is highly emphasized in social 
interaction (Bond 1996). In other words, people in eastern societies are very 
concerned about being polite to each other in order to maintain their own face or give 
face to others. Hence the concept of mien-tzu corresponds to the western concept of 
face (Bond 1996). 
It is interesting to note that in some cross-cultural studies, scholars have found 
that the magnitude of face concern and face-work strategies varies across cultures 
(e.g., Hui and Triandis 1986; Oetzel et al. 2001; Ting-Toomey and Kurogi 1998). 
People in collectivistic cultures are more sensitive to face needs than those in 
individualistic cultures (Hui and Triandis 1986), and there is a variation of employing 
face-work strategies between eastern and western countries (Oetzel et al. 2001). 
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Despite face concern is an important construct with its pervasiveness in 
influencing social interaction, very little is known about its impacts on customer 
behaviors in the service context. Indeed, face concern is particularly relevant to the 
service context. Notably, human interaction element (the customer-employee 
interactions) is an integral part of services. Face concern may influence customers' 
interpretation and evaluation of service failures, especially in case of service process 
I 
failures. It is because process failures involve the loss of social resources (e.g., status 
and esteem) for customers during the interactions with service providers. 
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2.1.3 Dissatisfaction 
With its growing importance in theoretical and managerial applications, research 
on customer satisfaction has long been central to the marketing literature. Indeed, 
marketing scholars have devoted considerable effort in conceptualizing satisfaction 
construct and examining the interrelationships among service quality, customer 
satisfaction and a series of post purchase responses (e.g., repurchase intention, word 
of mouth, switching etc.). Although previous literature used to have divergent views 
toward the causal relationship between service quality and satisfaction (i.e., whether 
service quality precedes satisfaction or in reverse order), the general consensus is that 
service quality plays an antecedent role in influencing satisfaction (e.g., Brady and 
Robertson 2001; Cronin and Taylor 1992). Consistently, customer dissatisfaction is a 
key consequence of service failure and is a mediator between service failure and 
behavioral intentions (e.g., Bitner 1990; Folkes，Koletsky, and Graham 1987; Tax, 
Brown, and Chandrashekaran 1998). 
Generally speaking, customer (dis)satisfaction can be conceptualized into two 
major facets: cognitive and affective. The foundation of the cognitive dimension of 
(dis)satisfaction theory is based on the disconfirmation paradigm, which is akin to the 
expectation-perception gap view of service quality to examine customer 
(dis)satisfaction (e.g., Churchill and Suprenant 1982; Oliver and Desarbo 1988). On 
the other hand, some researchers have advocated the affective nature of 
(dis)satisfaction (e.g., Oliver, 1993; Westbrook 1987; Westbrook and Oliver 1991). 
Westbrook (1987) has found the existence of independent dimensions of positive and 
negative affect (e.g., interest, joy, anger, etc.), which both of them are directly related 
to (dis)satisfaction and influence customer complaining and word of mouth behaviors. 
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Recently, Smith and Bolton (2002) have discovered service failures often evoke 
strong emotional responses from customers, such as emotions of being irritated, angry, 
annoyed, etc. 
In the service failure context, many researchers have adopted attribution theory 
to explain and predict customer dissatisfaction (e.g, Bitner 1990; Folkes et al. 1987; 
Oliver and Desarbo 1988). In the service failure and recovery context, Folkes et al. 
(1987) have pointed out that when customers perceive the failure is controllable by 
the firm, they will be angrier, have a lower repurchase intention, and a higher 
intention to complain. Oliver and Desarbo (1988) also have found that failure 
attributed to a seller is more likely to lead to dissatisfaction. 
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2.1.4 Dissatisfaction Responses 
When dissatisfied, customers will engage in a series of dissatisfaction responses 
to express their discontent to dissatisfying firm (e.g., Cronin and Taylor 1992; Singh 
1988; 1990). Dissatisfaction responses involve both direct (e.g., complaining) and 
indirect (e.g., negative word of mouth) confrontations with dissatisfying firm. Fate 
belief and face concern may influence customers' intention to engage in various 
dissatisfaction responses. Tipping is a form of reward for service providers and is a 
common norm in service setting. It involves customer evaluations of the interaction 
processes with service providers. Thus, face concern is particularly relevant in 
predicting customer tipping behaviors. In this thesis, we will concentrate on 
examining three types of dissatisfaction responses, i.e., complaining, negative word of 
mouth, and tipping behaviors. 
2.1.4.1 Complaining and Negative Word of Mouth 
Generally speaking, dissatisfaction responses can be considered as a set of 
multiple responses to dissatisfying purchase experience (Singh 1988; Richins 1983). 
Founded upon Hirschman's (1970) pioneering research, dissatisfaction responses can 
be considered broadly as three categories: (1) exit (termination of an exchange 
relationship), (2) voice (attempt to change an objectionable state of affairs), and (3) 
loyalty (staying with the dissatisfying firm). Based on Hirschman's work, Singh (1988， 
1990) has further refined taxonomies of dissatisfaction responses and suggests that 
negative word of mouth should be included as a distinct dependent construct in the 
complaining behavior model. According to Singh (1988)，complaining behavior can 
be viewed as a three-dimensional taxonomy: (1) voice responses, (2) private 
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responses, and (3) third-party responses. Voice responses refer to the actions that 
customers appeal to the firm for redress (i.e., complain to the dissatisfying firm). 
Private responses are actions that customers express their dissatisfaction to members 
of their social network (i.e., spread negative word of mouth to friends and relatives). 
Third-party responses refer to the actions that customers appeal to third parties with 
sanctioning power (i.e., take legal action or complain to public agencies). In this study, 
we will adopt Singh's (1988) framework to investigate customer dissatisfaction 
responses. 
2.1.4.2 Tipping Behavior 
Tipping is a common behavior in service industries. Customers usually pay tips 
for services that involve human interactions. For instance, it is common for customers 
to tip hairstylists, bellboys, taxi-drivers, waiters, etc. 
However, the issues of tipping have only been discussed in a handful of writings. 
Tipping is a voluntary payment given to service provider as an incentive/reward for 
service after services have been rendered (Lynn and Gregor 2001; Lynn and McCall 
2000). It is a predominantly norm-driven behavior in service industries (Lynn, 
Zinkhan, and Harris 1993). Some researchers have found several interesting 
predictors of tipping behaviors, such as service quality and server friendliness. 
Previous research finds that customers tip more for better service (Lynn and 
Grassman 1990)，especially when they attribute the good quality of the service to the 
server's efforts (Seligman et al. 1985). Some researchers have further pointed out that 
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server friendliness is another strong predictor of restaurant patrons' tipping behavior 
(Garrity and Degelman 1990; Homik 1992; Stephen and Zweignhaft 1986; Tidd and 
Lockard 1978). Customer perceptions of server friendliness include both verbal and 
non-verbal signals, such as servers introduce themselves by name to customers 
(Garrity and Degelman 1990)，give smiles to customers (Tidd and Lockard 1978), and 
touch the customers (Homik 1992; Stephen et all986). 
However, most of the research on tipping briefly reviewed above is exploratory 
in nature. Few of them have examined the causal relationship among service quality, 
customer (dis)satisfaction and tipping intention. Since tipping behavior involves the 
evaluation of interactions between customer and service provider, it is expected that 
face concern may has strong impact on it. 
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2.2 Hypotheses 
On the basis of the preceding analysis, Figure 2.1 presents a model of customer 
responses to service failures, by taking the impacts of fate belief and face concern into 
consideration. The first part of the model indicates that service failure type is an 
antecedent of customer dissatisfaction, and the relationship is moderated by fate belief 
and face concern. The second stage of the model suggests that fate belief and face 
concern will moderate the impacts of customer dissatisfaction on dissatisfaction 
responses, i.e., complaining, negative word of mouth, and tipping behaviors. 
Figure 2.1 
A Model of Customer Responses to Service Failure 
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2.2.1 Impacts of Fate Belief and Face Concern on Dissatisfaction 
Customer dissatisfaction is a key consequence of service failure (e.g., Bitner 
1990; Tax, Brown, and Chandrashekaran 1998). When a failure occurs, customers 
often attempt to make attributions regarding its cause (Folkes 1984; Weiner 2000). 
Generally speaking, if the customer perceives that the service firm is responsible for a 
service failure, he/she will be dissatisfied. 
Fate belief suggests a tendency to explain and attribute an outcome to external 
forces, such as luck (Leung et al. 2002; Schutte 1998). Hence it will influence the way 
customers feel about service failures. Cross-cultural research has pointed out that 
customers in Chinese societies are in general less dissatisfied than those in other 
cultures (Thorelli 1982; Yau 1988). It is because they have a stronger belief in fate, 
and are more likely to attribute failures to external forces (e.g., bad luck). The same 
pattern is expected to prevail for customers within the same culture. In other words, 
when service failures occur, customers with strong fate belief will be more likely to 
attribute them to external forces than those with weak fate belief, and therefore will be 
less dissatisfied than those with weak fate belief. 
HI: When service failures occur, customers with strong fate belief will be less 
dissatisfied than those with weak fate belief. 
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When compared to service process quality, service outcome is more tangible in 
nature. More specifically, service outcome failures involve the loss of tangible 
economic resources, such as goods and money, whereas service process failures 
involve the loss of intangible social resources, such as self-esteem and status (Smith, 
Bolton, and Wagner 1999). Given the distinct types of resources loss in outcome 
failure and process failure, it is believed that the impact of fate belief on customer 
dissatisfaction will be more salient in outcome failure than in process failure. It is 
because customers who adhere to fate belief are more sensitive to the loss of 
economic resources than social resources. 
As hypothesized before, customers with strong fate belief will be less dissatisfied 
than those with weak fate belief. Therefore, it is expected that this pattern will be 
more salient in outcome failure than in process failure. 
H2: Fate belief will have a more pronounced effect on customer dissatisfaction in 
outcome failure than in process failure. 
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Face concern is a value concerning one's social status and image in front of 
others (Goffman 1967). Previous cross-cultural studies have found that the magnitude 
of face concern varies across cultures (e.g.，Oetzel et al. 2001; Ting-Toomey and 
Kurogi 1998). Similarly, face concern may also vary among different people within 
the same culture. People who adhere to face concern are more sensitive to their face 
needs and will use all sorts of facework to earn face and avoid losing it. When people 
with high face concern lose face, their self-esteem is injured, resulting in emotional 
uneasiness. 
Note that service encounters largely involve human interactions (Parasuraman, 
Zeithaml, and Berry 1985), thus service failures inevitably incur the loss of 
customers' social resources (e.g., status, esteem) during the interactions with service 
providers. Since face concern may vary among different customers within the same 
culture, those with high face concern will be more sensitive to their face needs and 
place greater emphases on maintaining their face. Therefore, it is predicted that when 
service failures happen, those with high face concern will be more dissatisfied than 
those with low face concern. 
H3: When service failures occur, customers with high face concern will be more 
dissatisfied than those with low face concern. 
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Given the distinct types of resources loss in outcome failure (i.e., economic 
resources) and process failure (i.e.，social resources), it is believed that the impact of 
face concern on customer dissatisfaction will be more salient in process failure than in 
outcome failure. It is because people with high face concern place a great importance 
on maintaining their social resources (e.g., status, esteem). Thus, customers with high 
face concern will be more sensitive to the loss of social resources than outcome 
resources. 
As hypothesized before, customers with high face concern will be more 
dissatisfied than those with low face concern. Therefore, it is expected that this pattern 
will be more salient in process failure than in outcome failure. 
H4: Face concern will have a more pronounced effect on customer dissatisfaction 
in process failure than in outcome failure. 
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2.2.2 Impacts of Fate Belief and Face Concern on Dissatisfaction Responses 
When dissatisfied, customers will engage in a series of dissatisfaction responses, 
such as complaining and negative word of mouth (Singh 1988，1990). However, 
people who strongly believe in fate will perceive all things in the universe are 
predestined and wholly under the control of some external power (Pepitone and 
Saffiotti 1997). Therefore, when customers with strong fate belief are dissatisfied with 
service qualities, they may perceive the unhappy experiences of service failures as one 
of the predetermined events, thereby mitigating their intention to complain and 
intention to spread negative word of mouth. Hence when comparing to customers with 
weak fate belief, those with strong fate belief may be less likely to complain and 
spread negative word of mouth. 
H5: When dissatisfied, customers with strong fate belief will have a lower 
intention to complain than those with weak fate belief. 
H6: When dissatisfied, customers with strong fate belief will have a lower 
intention to spread negative word of mouth than those with weak fate belief. 
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Dissatisfaction responses involve both direct (e.g., complaining) and indirect ‘ 
(e.g., negative word of mouth) confrontations with dissatisfying firm (Singh 1988). 
Previous conflict management literature reveals that conflict management styles are 
linked closely to one's concerned for face and require active face management (e.g., 
Ting-Toomey and Kurogi 1998). Some literature has pointed out that when people are 
very face conscious, they may not only concern self-faces but also concern other-faces, 
thus leading to a non-confrontational style of conflict management, i.e., less likely to 
complain (Ho 1976; Ting-Toomey and Kurogi 1998). 
However, unlike products, services heavily involve human interactions. Thus, 
service failures inevitably incur the loss of customer's social resources during the 
interactions with service providers. As customers' self-faces may lose in service 
failures, they may not likely concern other-faces (i.e., service providers) in this 
situation. Therefore, it is predicted that when customers are dissatisfied with the 
service failures, those with high face concern may be more likely to complain than 
those with low face concern. In a similar vein, they also may be more likely to spread 
negative word of mouth to their friends and relatives to release their unhappiness. 
H7: When dissatisfied, customers with high face concern will have a higher 
intention to complain than those with low face concern. 
H8: When dissatisfied, customers with high face concern will have a higher 
intention to spread negative word of mouth than those with low face concern. 
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Tipping is a predominantly norm-driven behavior in service industries (Lynn, 
Zinkhan, and Harris 1993) and customers usually tip more for better service (Lynn 
and Grassman 1990). Therefore, in general, customers are not willing to pay tips for 
service failures. Note that tipping involves the evaluations of interactions between 
customer and service provider, and service failures may involve the loss of customers' 
social resources during the interactions with service providers. As customers with 
high face concern are more sensitive to their social resources, it is expected that they 
may be even less likely to pay tips than those with low face concern when service 
failures occur. Thus, 
H9: When dissatisfied, customers with high face concern will have a lower 





This chapter begins by presenting the research design of this thesis and the 
advantages of employing experimental design. Then, method details and results from 
the pretest are discussed in the second section. In the third section, method details 
together with the descriptions of service failure scenarios and measurement scale 
items of the main study are presented to finish the chapter. 
3.1 Research Design 
This study used a between-subjects experiment to investigate customer responses 
to different types of service failure. Scenarios were employed to ask participants to 
involve themselves into specific service failure contexts. There are several advantages 
of employing experimental design with scenarios. The key advantage is it enhances 
internal and statistical conclusion validity by increasing control over the manipulated 
variables and reducing random errors in the experimental setting (Lewis-Beck 1993). 
Thus, it enables a better causal relationship testing than using recall-based designs, 
such as the critical incident technique. Besides, when compared to retrospective 
self-reports, using scenarios can reduce the biases from participants' memory lapses 
as each respondent is exposed to the same magnitude and type of service failure 
described in the scenarios. In addition, it reduces the difficulties (e.g., the expenses 
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and time involved) associated with finding participants who have experienced service 
failure incidents in the field, and makes it possible to find enough representative 
participants of the two types of service failures (i.e., outcome and process failures). 
Furthermore, using a between-subj ects design can make demand effects less likely 
(Sawyer 1975). 
All participants in this thesis were students at The Chinese University of Hong 
Kong. Employing students as participants in experiment is a common practice in 
previous service failure and recovery studies (e.g., Smith, Bolton, and Wagner 1999; 
Swanson and Kelly 2001). Besides, many extraneous variables, such as age, education, 
and income level can be controlled, as students possess homogeneous background. It 
can remove the unnecessarily bias arise in the experiment. 
In this thesis, a pretest and a main study were conducted to test the proposed 






The purposes of the pretest are to refine appropriate scenarios, to refine the fate 
belief and face concern scale items, and to pretest the hypotheses for the main study. 
The pretest was conducted at the beginning of March 2003. Method of the pretest is 
depicted in the following sub-sections. 
3.2.1 Participan ts 
A total of 110 undergraduate students (55 males and 55 females) from The 
Chinese University of Hong Kong (CUHK) participated voluntarily in the pretest. The 
range in age of all participants was from 18 to 29 years. Data were collected using 
individually completed booklets with an average of 30 participants per session. 
3.2.2 Design 
A 2 (outcome failure vs. process failure) x 2 (strong fate belief vs. weak fate 
belief) x 2 (high face concern vs. low face concern) completely randomized factorial 
design was conducted for the pretest. The manipulated between-subjects variable was 
the service failure type (i.e., outcome failure vs. process failure), whereas the 
measured variables were fate belief and face concern. 
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3.2.3 Materials 
The materials used in the experiment were written in Chinese, as all of our 
participants were Hong Kong students with Chinese as their first language. Booklets 
were prepared, and each of them contained a cover, a service failure scenario, a series 
of measures regarding participant's evaluations of and responses to the service failure, 
the fate belief and face concern measurement scales, and a series of questions about 
participant's demographic information. 
3.2.3.1 Scenarios Development 
The scenarios used in the pretest were developed based on literature review. 
After reviewing pervious service failure and recovery literature, we chose the 
restaurant business as the context for our study scenario. The main reason is 
customers usually can differentiate between outcome failure and process failure in a 
restaurant context (e.g., Susskind 2001). Besides, the restaurant context offers 
opportunity for studying varied customer behaviors, such as tipping behaviors (Lynn 
and McCall 2000). We adapted the restaurant scenarios from Smith, Bolton, and 
Wagner (1999), in which poor food quality was chosen as a representative outcome 
failure, whereas bad waiter manner was chosen as a representative process failure. 
To offer opportunities of selecting the best scenarios for the main study, four 
scenarios were generated for the pre-test (see Appendix I). Among them, two were 
outcome failure and the remaining two were process failure. The differences between 
scenarios within each type of failure were the time manipulated in the service delivery 
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process. In outcome failure versions, we manipulated the delay time of food delivery 
as either 20 minutes or "wait for so long" of the time delay. On the other hand, in 
process failure versions, we manipulated the delay time of waiter's responses to 
customer as either 10 minutes or "after a while" of the time delay. 
3.2.3.2 Fate Belief and Face Concern Scales 
A total of 18 measurement scale items were generated, with 10 items for fate 
belief and 8 items for face concern, for the pretest. The fate belief was measured by 
10 items adapted from Leung et al.'s (2001) and Yau's (1994) works, whereas face 
concern was assessed with 8 items adapted from Cocroft and Ting-Toomey (1994). 
Both scales were developed with some modifications in wording to suit the context of 
this study. Participants responded to ten-point Likert scales for all these items, ranging 
from 1 "strongly disagree" to 10 "stronger agree." 
3.2.3.3 Manipulation Check Items 
The effectiveness of the outcome failure and process failure manipulations was 
assessed with six items modified from pervious studies (Mohr and Bitner 1995; Smith 
et al. 1999), with three items for outcome failure and three items for process failure. 
Participants responded to ten-point Likert scales for manipulation checks, ranging 
/ 
from 1 "strongly disagree" to 10 "stronger agree. The English translation of the 
manipulation checks items is shown in Table 3.3. 
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3.2.3.4 Dependent Measures 
The dependent variables in this study are dissatisfaction, complaining, negative 
word of mouth, and tipping. Dissatisfaction was assessed with two items derived from 
previous studies (Maxham III and Netemeyer 2002; Westbrook and Oliver 1991)， 
whereas complaining, negative word of mouth, and tipping were measured with five 
items adapted from previous studies (Lynn and McCall 2000; Singh 1988; Swanson 
and Kelly 2001), with three items for complaining, one item for tipping and one item 
for negative word of mouth. Participants responded to ten-point Likert scales for 
dissatisfaction items, ranging from 1 "strongly disagree" to 10 "stronger agree," 
whereas from 1 "definitely not" to 10 "definitely" for behavioral intentions (i.e., 
complaining, negative word of mouth, and tipping). The English translation of all 
these items is shown in Table 3.4. 
3.2.4 Procedures 
Each participant was given a booklet titled "Consumer Behavior Study." The 
four versions of scenarios were randomly distributed among the participants. They 
were asked to read a scenario and then answer a series of measures regarding their 
evaluations of the service failure (a manipulation check for types of service failure 
and a measure of dissatisfaction level), a series of measures assessing their 
dissatisfaction responses (complaining, negative word of mouth, and tipping), and an 
eighteen items scale of measuring their fate belief and face concern (with 10 items for 
fate belief and 8 items for face concern). Finally, they were asked to provide 
demographic information to finish the booklet. The average completion time of the 
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experiment was around ten minutes. 
3.2.5 Results 
Among the 110 participants, two of them were eliminated from analysis due to 
incomplete data. The number of participants for each scenario is around 26 to 28. 
In order to purify the scale items for the main study, reliability and factor 
analysis were performed for the fate belief and the face concern items. The reliability 
of these items was assessed using Cronbach's coefficient alpha. The coefficient alpha 
was .73 for the fate belief items, and .67 for the face concern items. Then, a principal 
component factor analysis with varimax rotation was performed on all the 18 fate 
belief and face concern items. A three-factor solution emerged (eigenvalues greater 
than 1.0) with 43.8 percent of the total variance explained. Following a close 
inspection of the items loading on each factor, the first factor was identified as fate 
belief (with 6 out of the 10 items for fate belief) and the second factor was identified 
as face concern (with 6 out of the 8 items for face concern). However, the third factor 
involved both fate belief and face concern items (with 4 items of fate belief and 2 
items of face concern). The six items loaded on this factor were deleted. Details of the 
purified measurement scale items of fate belief and face concern are shown in Table 
3.4. 
The pretest results reveal that when compared to the two scenarios of not 
mentioning the delay time, most of the participants responded better to the scenarios 
where delay times are mentioned. As shown in Table 3.1, ANCOVA analysis showed 
that in outcome failure case, strong fate belief participants were less dissatisfied than 
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those with weak fate belief ( M , =7.91 vs.M炉厂=9.10，F = 6.271，p < .05), whereas 
no significant difference was found between high face concern participants and those 
with low face concern 7.96 7.78，F = 1.09，p > .10). On the other 
hand, in process failure case, high face concern participants were more dissatisfied 
than those with low face concern 尸=8.64 vs.M乙尸=7.54，F = 3.365, p < .10)， 
whereas no significant difference was found between strong fate belief participants 
and those with weak fate belief ( M , = 8.00 vs.M^^ = 8.03，F< 1). All these results 
support the hypotheses in the first part of our proposed model. There were no 
significant impacts of fate belief and face concern on dissatisfaction responses, 
however, the means pattern of their impacts on dissatisfaction responses were in our 
hypothesized direction. Based on the results of the pretest, we chose these two 
scenarios with delay time mentioned for the main study. 
Table 3.1 
Dissatisfaction Means for Fate Belief and Face Concern Participants 
Outcome Failure N Mean F Process Failure N Mean F 
Weak Fate 10 9.10 Weak Fate 15 8.03 
Strong Fate 16 7.91 6.271** Strong Fate 11 8.00 .344 
Outcome Failure Process Failure Mean 
Low Face 9 7.78 Low Face 14 7.54 
High Face 14 7.96 1.09 High Face 11 8.64 3.365* 
*p<.10, **p<.05，***p<.01 
Note: Means are adjusted for the covariate 
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3.3 The Main Study 
After the pretest, the main study was conducted on the campus of The Chinese 
University of Hong Kong (CUHK) during the end of March and the beginning of 
April 2003. Details of the method are presented in the following sub-sections, 
whereas the main study results from the data analyses are depicted in the next chapter. 
3.3.1 Participants 
The participants for the main study consisted of 150 CUHK students. Among the 
150 participants, 2 of them were eliminated due to their misunderstanding of the 
materials. Among the 148 participants, there total 72 males (48.6%) and 76 females 
(51.4%), with 134 undergraduates (89.2 %) and 14 postgraduates (10.8 %). The range 
in age of all participants was from 18 to 29 years. The number of gender distribution 
across outcome and process failures is shown in Table 3.2. Data were collected using 
individually completed booklets with an average of 20 participants per session. 
Table 3.2 
Gender Distribution Across Outcome and Process Failure Scenarios 
Gender 
Types of Service Failure Male Female 
Outcome Failure N 40 35 75 
Process Failure N 32 41 73 
Total N 72 76 148 
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3.3.2 Design 
A 2 (outcome failure vs. process failure) x 2 (strong fate belief vs. weak fate 
belief) x 2 (high face concern vs. low face concern) completely randomized factorial 
design was conducted for the main study. The manipulated between-subj ects variable 
was the service failure type (i.e., outcome failure vs. process failure), whereas the 
measured variables were fate belief and face concern. 
3.3.3 Materials 
The materials used in the main study were after the modifications from pretest. 
Booklets were prepared, and each of them contained a cover, a service failure scenario, 
a series of measures regarding participant's evaluations of and responses to the service 
failure, fate belief and face concern measurement scales, and a series of questions 
about participant's demographic information (see Appendix II). 
3.3.3.1 Scenarios 
Based on the results from the pretest, two scenarios corresponding to outcome 
failure and process failure respectively were used for the main study. The English 
translation of the scenarios is shown as follows (with italics as manipulations): 
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Outcome Failure 
Imagine that you are in a newly opened, high-class restaurant for lunch. This is your 
first time visit. Your friend has told you that both the quality and quantity of the 
restaurant's set lunch are very good. After you are seated, you pick up the menu to 
have a look. You decide to order the set lunch that is highly recommended in the 
menu. 
The waiter comes to take your order and you order the set lunch. However, you 
have waited for over 20 minutes until the set lunch is delivered. When it comes，you 
discover that the quantity of the set lunch is much less than that shown in the 
picture of the menu. After finishing it, you find it tastes badly. 
Process Failure 
Imagine that you are in a newly opened, high-class restaurant for lunch. This is your 
first time visit. Your friend has told you that service of the restaurant is very good 
and the waiters there are vety polite. After you are seated, you pick up the menu to 
have a look. You decide to order the set lunch that is highly recommended in the 
menu. 
You would like to call a waiter when he/she passes by. However, the waiter doesn，t 
come to take your order immediately even he/she notices your call. He/she is 
chatting with another waiter. After about 10 minutes，the waiter comes to take your 
order leisurely. When you tell the waiter that you have waited for him/her so long， 
he/she replies rudely, ‘Do you like me to take your order now?' 
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3.3.3.2 Fate Belief and Face Concern Scales 
After the scale purification from the pretest, 6 items of fate belief and 6 items of 
face concerns were developed for the main study. The fate belief was measured by six 
items adapted from Leung et al.'s (2001) and Yau's (1994) works, whereas face 
concern was assessed with six items adapted from Cocroft and Ting-Toomey，s (1994) 
work. Participants responded to ten-point Likert scales for all these items, ranging 
from 1 “strongly disagree" to 10 "stronger agree." The English translation of the 
measurement scales is shown in Table 3.4. 
3.3.3.3 Manipulation Check Items 
Manipulation check items were identical to the pretest. Participants responded to 
ten-point Likert scales for manipulation checks, ranging from 1 “strongly disagree" to 
10 “stronger agree. The English translations of the manipulation checks items are 
shown in Table 3.3. 
3.3.3.4 Dependent Measures 
The measurement scale items of dissatisfaction, complaining, negative word of 
mouth and tipping in the main study were all identical to the pretest. Participants 
responded to ten-point Likert scales for dissatisfaction items, ranging from 1 "strongly 
disagree" to 10 "stronger agree," whereas from 1 "definitely not" to 10 "definitely" 
for behavioral intentions (i.e., complaining, negative word of mouth, and tipping). The 
English translation of all the measurement scales is shown in Table 3.4. 
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3.3.4 Procedures 
Similar to the pretest, each participant was given a booklet titled "Consumer 
Behavior Study." Booklets containing the scenarios and measurement scales were 
randomly distributed among the participants. All participants were asked to imagine 
themselves in the role of customer in the scenario. 
After reading the scenario, participants completed a series of measures regarding 
their evaluations of the service failure (a manipulation check for types of service 
failure and a measure of dissatisfaction level), their dissatisfaction responses 
(complaining, tipping, and negative word of mouth), and their fate belief and face 
concern propensities. Lastly, they were asked to provide demographic information to 
finish the booklet. After completing the booklet, each participant was given a gift for 
participation. The average completion time of the experiment was around ten minutes. 
At the end of the experiment, a sample of the participants was asked to guess the 
real purpose of the study. None of them was able to guess the real purpose of the 
experiment. This suggests that demand effects were probably not a factor in the 
experiment. Results of the main study are presented in the next chapter. 
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Table 3.3 
Manipulation Checks Items 
Variable Measuring item 
Outcome Failure The food of the restaurant is below standard. 
The food quality of the restaurant is bad. 
The food of the restaurant cannot be accepted. 
Process Failure The manner of the waiter is very bad. 
The manner of the waiter can be accepted.(-) 
The service that the waiter provides is not professional. 
Note: The ‘‘一’ sign represents reverse coding 
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Table 3.4 
Key Variables and Measurement Scale Items 
Variable Measuring item 
Fate Belief All things in the universe have been determined. 
Usually, things happened not as I expected because of my bad 
luck. 
Fate determines one's successes and failures. 
Many things in the universe are incontrollable by us. 
Life and death are fated; wealth and honors hinge on Heaven's 
will. 
It is for man to scheme; for Heaven to achieve. 
Face Concern I mind the negative critics from others. 
I care about the attitude that other people have towards me. 
I mind to be looked down upon by others. 
I will be angry if others are impolite to me. 
I will be unhappy if others do not respect me. 
I will be unhappy if others criticize me in public. 
Dissatisfaction I am dissatisfied with the overall experience in the restaurant. 
I am not happy with the overall experience in the restaurant. 
Complaining You will argue with the restaurant manager. 
You will complain to the mass media about the restaurant (e.g., 
newspaper and magazine) 
You will complain to the Consumer Council about the restaurant. 
Tipping You will pay a tip for the restaurant services. 
If you pay a tip, the percentage of the tip will be: % 
Negative W-O-M You will complain to your family and friends about the 
experience in the restaurant. 
Note: Participants responded to the items on ten-point Likert scales (1 "strongly disagree" to 10 ‘‘ strongly agree"; 
and 1 “definitely not” to 10 "definitely") 
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CHAPTER FOUR 
RESULTS AND DISCUSSION 
4.0 Overview 
In this chapter, results of the main study are presented and discussed. 
Manipulation checks for the manipulated independent variables are presented in the 
first section, followed by reliability and factor analyses of the scale items. Details of 
participant classification method are shown in the third section. In the forth section, 
analyses of covariance (ANCOVA) are adopted to test the hypotheses, followed by 
other findings in the fifth section. Finally, discussion for the results is then presented 
to finish the chapter. 
4.1 Manipulation Checks 
In order to assess whether the manipulated independent variables were actually 
enacted or perceived by the participants as intended, manipulation checks were 
employed (Sawyer, Lynch Jr., and Brinberg 1995). A one-way analysis of variance 
(ANOVA) was performed to assess the effectiveness of the experimental 
manipulations, i.e., the outcome failure and the process failure. The results reveal that 
the manipulations were successful and participants perceived the outcome failure and 
process failure as intended. In outcome failure, the outcome failure measure (alpha 
=.92) was significantly greater than the process failure measure (alpha = .84)，with 
means of 8.0 vs. 4.03 (F = 261.50, p < .01). In process failure, the process failure 
measure was significantly greater than the outcome failure measure, with means of 
8.88 vs. 5.13 (F = 272.37，p < .01). 
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Besides, the dissatisfaction level between outcome failure and process failure 
was insignificant, with means of 8.30 vs. 8.05 (F = 1.585, p > .10). This indicates the 
outcome failure and process failure scenarios provoked similar dissatisfaction levels 
for participants. 
4.2 Reliability and Validity of Scales 
4.2.1 Reliability Analysis 
Reliability analysis was conducted to assess all the multiple-item scales in the 
main study. The Cronbach's coefficient alpha was applied for scales with three or 
more items and interitem correlations for scales with two items. Results reveal that the 
reliability of all the scale measurements exceeded 0.7, the threshold suggested by 
Nunnally (1978). Details of the reliability analysis are shown in Table 4.1. 
Table 4.1 
Reliability of The Key Measurement Scales 
Key independent and dependent variables Interitem correlation/ 
Cronbach's coefficient alpha 
Fate belief (6 items) 0.79 
Face concern (6 items) 0.81 
Dissatisfaction (2 items) 0.80 
Complaining (3 items) 0.79 
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4.2.2 Factor Analysis 
To further examine the validity of fate belief and face concern scale items, factor 
analysis was conducted, using a principal component factor analysis with varimax 
rotation. As shown in Table 4.2, the analysis produced two factors with eigenvalues 
greater than unity, which account for a total 51.3 percent of the variance. According to 
Hair et al. (1992), factor loadings greater then .30 are considered as significant, and if 
the loadings are .50 or greater, they are considered as very significant. Since the factor 
loadings of all items were .50 or greater, and they loaded well on the appropriate 
factors with the six face concern items loaded on factor 1 and the six fate belief items 
loaded on factor 2，the validity of fate belief and face concern scale items are 
supported. 
Table 4.2 
Rotated Factor Pattern and Reliability Coefficients (Alpha) for Main Study 
Variables Factor 1 Factor 2 
Face Concern (.81) 
I mind the negative critics from others. .70 
I care about the attitude that other people have towards me. .78 
I mind to be looked down upon by others. .73 
I will be angry if others are impolite to me. .65 
I will be unhappy if others do not respect me. .71 
I will be unhappy if others criticize me in public. .68 
Fate Belief (.79) 
All things in the universe have been determined. .77 
Usually, things happened not as I expected because of my bad .50 
luck. 
Fate belief determines one's successes and failures. .74 
Many things in the universe are incontrollable by us. .74 
Life and death are fated; wealth and honors hinge on Heaven's .79 
will. 
It is for man to scheme; for Heaven to achieve. .56 
Note: Numbers within parentheses are reliability coefficients. The other numbers are factor loadings 
obtained after varimax rotation of the initial solutions. 
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4.3 Classification of Fate Belief and Face Concern 
To test the hypotheses, participants were classified with respect to their fate 
belief (strong/weak) and face concern (high/low). Figures 4.1 and 4.2 show the 
frequency distributions of fate belief and face concern scores of all participants. Both 
of them span the whole spectrum, with fate belief scores ranging from 1.83 to 10 
(median = 5.83) and face concern scores ranging from 2.17 to 10 (median = 7.00). To 
split the participants, we deleted those participants whose fate belief and face concern 
scores lay in the median. In other words, in case of fate belief，2.7 percent of 
participants with fate belief scores 5.83 were deleted (see Table 4.4)，whereas in case 
of face concern, 8.1 percent of participants with face concern scores 7.00 were deleted 
(see Table 4.5). Therefore, participants with fate belief scores below 5.83 and above 
5.83 were considered as weak fate belief and strong fate belief groups respectively. 
On the other hand, those with face concern scores below 7.00 and above 7.00 were 
considered as low face concern and high face concern groups respectively. After the 
classification, the cell size for the main study is shown in Table 4.3. 
Table 4.3 
Cell Size for The Main Study 
Fate Belief Face Concern 
Weak Strong Low High 
Outcome Failure N 36 37 33 37 
Process Failure N 32 39 30 36 
Total N 68 76 63 73 
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Table 4.4 Fate Belief Scores 
Mean Frequency Percent Valid Percent Cumulative Percent 
Valid 1.83 2 1.4 1.4 1.4 
2.00 1 .7 .7 2.0 
2.33 1 .7 .7 2.7 
2.67 1 .7 .7 3.4 
2.83 1 .7 .7 4.1 
3.00 2 1.4 1.4 5.4 
3.67 3 2.0 2.0 7.4 
4.00 2 1.4 1.4 8.8 
4.17 4 2.7 2.7 11.5 
4.33 6 4.1 4.1 15.5 
4.50 1 .7 .7 16.2 
4.67 6 4.1 4.1 20.3 
4.83 8 5.4 5.4 25.7 
5.00 9 6.1 6.1 31.8 
5.17 2 1.4 1.4 33.1 
5.33 8 5.4 5.4 38,5 
5.50 6 4.1 4.1 42.6 
5.67 5 3.4 3A 45.9 
" " " T ^ 4 ""'" 2.7 —？：!— _ 48：6 
6.00 11 7.4 7.4 56.1 
6.16 11 7.4 7.4 63.5 
6.33 5 3.4 3.4 66.9 
6.50 7 4.7 4.7 71.6 
6.67 7 4.7 4.7 76.4 
6.83 5 3.4 3.4 79.7 
7.00 2 1.4 1.4 81.1 
7.17 4 2.7 2.7 83.8 
7.33 1 .7 .7 84.5 
7.50 4 2.7 2.7 87.2 
7.67 6 4.1 4.1 91.2 
7.83 3 2.0 2.0 93.2 
8.00 4 2.7 2.7 95.9 
8.17 3 2.0 2.0 98.0 
8.83 1 .7 .7 98.6 
10.00 2 1.4 1.4 100.0 
Total 148 100.0 100.0 
Note: The groups in the shaded areas are not included in analysis, 
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Table 4.5 Face Concern Scores 
Mean Frequency Percent Valid Percent Cumulative Percent 
Valid 2.17 1 .7 .7 .7 
3.83 1 .7 .7 1.4 
4.17 1 .7 .7 2.0 
4.33 1 .7 .7 2.7 
4.50 3 2.0 2.0 4.7 
4.67 3 2.0 2.0 6.8 
5.00 3 2.0 2.0 8.8 
5.17 3 2.0 2.0 10.8 
5.33 1 .7 .7 11.5 
5.50 2 1.4 1.4 12.8 
5.83 7 4.7 4.7 17.6 
6.00 5 3.4 3.4 20.9 
6.17 5 3.4 3.4 24.3 
6.33 3 2.0 2.0 26.4 
6.50 8 5.4 5.4 31.8 
6.67 8 5.4 5.4 37.2 
6.83 8 5.4 5.4 42.6 
7~00 12 8.'l 8.1 - 5:0:7 
7.17 9 6.1 6.1 56.8 
7.33 5 3.4 3.4 60.1 
7.50 5 3.4 3.4 63.5 
7.67 7 4.7 4.7 68.2 
7.83 11 7.4 7.4 75.7 
8.00 10 6.8 6.8 82.4 
8.17 4 2.7 2.7 85.1 
8.33 8 5.4 5.4 90.5 
8.50 5 3.4 3.4 93.9 
8.67 2 1.4 1.4 95.3 
9.00 1 .7 .7 95.9 
9.17 2 1.4 1.4 97.3 
9.33 2 1.4 1.4 98.6 
9.50 1 .7 .7 99.3 
10.00 1 .7 .7 100.0 
T ^ 148 100.0 
Note: The groups in the shaded areas are not included in analysis. 
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4.4 Hypotheses Testing 
Analyses of covariance (ANCOVA) were used to test the impacts of fate belief 
and face concern on customer dissatisfaction and their dissatisfaction responses. 
Analysis of covariance (ANCOVA) enables us to impose statistical control on some 
extraneous variables, thus enhancing the precision of the experiments (Lewis-Beck 
1993，p. 257). Two factors were used as covariates. First of all, as participants 
possessed both fate belief and face concern, it is highly likely that the effects of fate 
belief (face concern) on customer dissatisfaction and dissatisfaction responses are 
influenced by face concern (fate belief) simultaneously, and thus face concern (fate 
belief) should be controlled for while testing the impacts of fate belief (face concern). 
Besides, participant evaluations of service failures have been found to be influenced 
by gender (e.g., Smith, Bolton, and Wagner 1999), so gender should also be treated as 
a covariate. Other demographic characteristics of participants were not useful as 
covariates and were excluded from further analyses. It was probably because all of 
our participants were students with homogenous demographic background, such as 
age group, education level, income level etc., and so these demographic 
characteristics did not impose significant influences on their evaluations of service 
failure. 
There are two sets of hypotheses. The first set of hypotheses (HI to H4) concerns 
the impacts of fate belief and face concern on customer dissatisfaction by taking two 
distinct types of service failure into consideration, whereas the second set of 
hypotheses (H5 to H9) concerns the impacts of fate belief and face concern on 
customer dissatisfaction responses. 
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4.4.1 The Impacts of Fate Belief and Face Concern on Customer Dissatisfaction 
HI suggests that when service failures happen, customers with strong fate belief 
will be less dissatisfied than those with weak fate belief. H2 predicts that fate belief 
will have a more pronounced effect on customer dissatisfaction in outcome failure 
than in process failure. A two-way ANCOVA was employed to test these hypotheses, 
with service failure types and fate belief as independent variables, and customer 
dissatisfaction as dependent variable. 
As expected, ANCOVA results showed a significant fate belief main effect (F = 
10.543, p < .01，see Table 4.6). When service failures occurred, strong fate belief 
participants were less dissatisfied than weak fate belief participants 7.88 
vs. M^p. = 8.56，). This supports HI (see Table 4.7 for details and Figure 4.3 for a 
graphical depiction). 
Table 4.6 
ANCOVA Analysis Results 
Independent Variable F 
Service Failure Types 2.71 
Fate Belief 10.543*** 
Service Failure Types x Fate Belief 2.862* 
R^ = .151, Adjusted = .117 
*p<.10, **p<.05, ***p<.01 
Covariates: Face Concern, Gender 
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Table 4.7 
Dissatisfaction Means for Fate Belief Participants 
Fate Belief Mean 
Weak Fate 8.56 (63) 
Strong Fate 7.88 (69) 
Note: Numbers within parentheses are cell size. 
Figure 4.3 
The Impact of Fate Belief on Dissatisfaction in Service Failure 
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Moreover, a marginally significant interactive effect of fate belief and service 
failure types was found (F = 2.862, p < .10, see Table 4.6). The means for this 
interaction are shown in Table 4.8. In both cases of outcome failure and process 
failure, strong fate belief participants were less dissatisfied than weak fate belief 
participants (outcome failure: M^^ = 7.87 vs. M肝=8.88，process failure: M"尸=7.88 
vs.M乙厂=8.23). When comparing the outcome failure and process failure, a test of 
planned contrast showed that the mean difference between strong fate belief 
participants and weak fate belief participants in outcome failure was significantly 
greater than that in process failure (t = 1.698, p < .05). Therefore, H2 is supported (see 
Figure 4.4 for a graphical depiction). 
Table 4.8 
Dissatisfaction Means for Fate Belief in 
Outcome Failure and Process Failure 
Fate Belief 
Types of Service Failure Weak Fate Strong Fate 
Outcome Failure 8.88 (34) 7.87 (34) 
Process Failure 8.23 (29) 7.88 (35) 
Note: Numbers within parentheses are cell size. 
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Figure 4.4 
The Impact of Fate Belief on Dissatisfaction in 
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H3 suggests that customers with high face concern will be more dissatisfied than 
those with low face concern when service failures occur. H4 predicts that face concern 
will have a more pronounced effect on customer dissatisfaction in process failure than 
in outcome failure. A two-way ANCOVA was employed to test these hypotheses, 
with service failure types and face concern as independent variables, and customer 
dissatisfaction as dependent variable. 
As expected, ANCOVA results showed a significant face concern main effect (F 
=10.382, p < .01，see Table 4.9). When service failures happened, high face concern 
participants were more dissatisfied than low face concern part icipants�M即=8.50 
vs. Mlf = 7.85). Thus, H3 is supported (see Table 4.10 for details and Figure 4.5 for a 
graphical depiction). 
Table 4.9 
ANCOVA Analysis Results 
Independent Variable F 
Service Failure T^pes 3.239* 
Face Concern 10.382*** 
Service Failure Types x Face Concern 6.147** 
= .151, Adjusted = .117 
*p<.10, **p<.05, ***p<.01 
Covariates: Fate Belief, Gender 
61 
Table 4.10 
Dissatisfaction Means for Face Concern Participants 
Face Concern Mean 
Low Face 8.50 (60) 
High Face 7.85 (72) 
Note: Numbers within parentheses are cell size. 
Figure 4.5 
The Impact of Face Concern on Dissatisfaction in Service Failure 
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In addition, a significant interactive effect of face concern and types of service 
failure was found (F = 6.147，p < .05, see Table 4.9). The means for this interaction 
are shown in Table 4.11. In both cases of outcome failure and process failure, high 
face concern participants were more dissatisfied than low face concern participants 
(outcome failure: M冊=8.44 vs. M^^ =8.26, process failure: M冊=8.55 
vs. M^^ =7.44). When comparing the outcome failure and process failure, a test of 
planned contrast showed that the mean difference between high face concern 
participants and low face concern participants in process failure was significantly 
greater than that in outcome failure (t = 2.49，p < .01). Therefore, H4 is supported (see 
Figure 4.6 for a graphical depiction). 
Table 4.11 
Dissatisfaction Means for Face Concern in 
Outcome Failure and Process Failure 
Face Concern 
Types of Service Failure Low Face High Face 
Outcome Failure 8.26 (31) 8.44 (37) 
Process Failure 7.44 (29) 8.57 (35) 
Note: Numbers within parentheses are cell size. 
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Figure 4.6 
The Impact of Face Concern on Dissatisfaction in 
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4.4.2 The Impacts of Fate Belief and Face Concern on Dissatisfaction Responses 
In the second set of hypotheses (H5 to H9), we hypothesize that customer 
dissatisfaction responses, i.e., complaining, negative word of mouth, and tipping, are 
affected by their adherences to fate belief and face concern. The results for the second 
set of hypotheses appear in Table 4.12 and Table 4.13. 
H5 predicts that strong fate belief customers will have a lower intention to 
complain than weak fate belief customers, whereas H6 suggests that strong fate belief 
customers will also have a lower intention to spread negative word of mouth than 
weak fate belief customers. A one-way ANCOVA was used to test these hypotheses, 
with fate belief as independent variable, whereas complaining and negative word of 
mouth as dependent variables. 
However, there was no significant difference between the intention to complain 
{ M s f = 3.76 vs.M阶厂=3.79’ F < 1) of strong fate belief and weak fate belief 
participants. The intention to spread negative word of mouth between strong fate 
belief and weak fate belief participants was also insignificant ( M ^ : 8.17 vs.M卵= 
8.27，F < 1). Thus, fate belief did not produce strong influences on participants' 
complaining and negative word of mouth behaviors, and H5 and H6 are not supported 
(see Table 4.12 for details). 
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Table 4.12 
Means for Dissatisfaction Responses for Fate Belief Participants 
Fate N Complaining F Negative W-O-M F 
Weak 68 3.79 8.27 
Strong 76 3.76 0.009 8.17 0.119 
R2 = .047 R2 = .221 
Adjusted R2 = .019 Adjusted R^ = .198 
•p<.10, **p<.05, ***p<.01 
Covariates: Dissatisfaction, Face Concern, Gender 
Note: Means are adjusted for the covariate 
Regarding to the impacts of face concern on customer dissatisfaction responses, 
H7 suggests that high face concern customers will have a higher intention to complain 
than low face concern customers. H8 also predicts that high face concern customers 
will have a higher intention to spread negative word of mouth than low face concern 
customers, whereas H9 predicts that high face concern customers will have a lower 
intention to pay tips than low face concern customers. A one-way ANCOVA was used 
to test these hypotheses, with face concern as independent variable, and complaining, 
negative word of mouth, and tipping as dependent variables. 
Results indicate that high face concern participants had a higher intention to 
spread negative word of mouth than low face concern participants (M冊=8.47 vs. 
M 7 . 8 7 ， F = 4.53, p < .05). However, there were no significant differences on 
intention to complain (似"尸=3 .74 vs. M^^ = 3.81, F < 1) and intention to pay tips 
2.81 vs. M l f = = 3.09，F < 1) between high face concern and low face concern 
participants Therefore, only H8 is supported (see Table 4.13 for details). Table 4.14 
shows the summary of the hypotheses testing results. 
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Table 4.13 
Means for Dissatisfaction Responses for Face Concern Participants 
Face N Complaining F Negative F Tipping F 
W-O-M 
Low 63 3.81 7.87 3.09 
High 73 3.74 .043 8.47 4.53** 2.81 .427 
R^ = .063 R2 = .193 R2 = .117 
Adjusted R^ = .034 Adjusted R^ = .168 Adjusted R^ = .090 
*p<.10, **p<.05, ***p<.01 
Covariates: Dissatisfaction, Fate Belief, Gender 
Note: Means are adjusted for the covariate 
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Table 4.14 
Summary of Hypothesis Test Results 
Hypotheses Test 
HI: When service failures occur, customers with strong fate belief Supported 
will be less dissatisfied than those with weak fate belief. 
H2: Fate belief will have a more pronounced effect on customer Supported 
dissatisfaction in outcome failure than in process failure. 
H3: When service failures occur, customers with high face concern Supported 
will be more dissatisfied than those with low face concern. 
H4: Face concern will have a more pronounced effect on customer Supported 
dissatisfaction in process failure than in outcome failure. 
H5: When dissatisfied, customers with strong fate belief will have a Not 
lower intention to complain than those with weak fate belief. Supported 
H6: When dissatisfied, customers with strong fate belief will have a Not 
lower intention to spread negative word of mouth than those with Supported 
weak fate belief. 
H7: When dissatisfied, customers with high face concern will have a Not 
higher intention to complain than those with low face concern. Supported 
H8: When dissatisfied, customers with high face concern will have a Supported 
higher intention to spread negative word of mouth than those with 
low face concern. 
H9: When dissatisfied, customers with high face concern will have a Not 
lower intention to pay tips than those with low face concern. Supported 
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4.5 Other Findings 
In addition to the hypothesized relationships, some interesting findings surfaced 
during data analysis. In particular, gender appears to influence participants' negative 
word of mouth and tipping behaviors. Table 4.15 presents the means of negative word 
of mouth and tipping by gender. It reveals that female participants spread more 
negative word of mouth than male participants�M广 8.46 7.91，F = 4.77，p 
< .05). On the other hand, male participants had a higher intention to pay tips than 
female participants (M爪=3.42 vs.崎=2.58，F = 5.13，p < .05). However, no 
significant difference on complaining behavior between males and females was found 
(F<1). 
Interestingly, when separating outcome failure and process failure cases, the 
impacts of gender on negative word of mouth and tipping behaviors were both 
significant in process failure case, but not in outcome failure case (see Table 4.16). 
Statistical significance aside, the patterns of mean for gender were the same for both 
negative word of mouth and tipping behaviors. 
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Table 4.15 
Means of Dissatisfaction Responses for Gender 
Gender N Negative W-O-M F Tipping F 
Male 72 7.91 3.42 
Female 76 8.46 4.77** 2.58 5.13** 
R2 = .241 R2 = .138 
Adjusted R ^ = .220 Adjusted R ^ = .114 
*p<.10, **p<.05, ***p<.01 
Covariates: Dissatisfaction, Fate Belief, Face Concern 
Note: Means are adjusted for the covariate 
Table 4.16 
Means of Dissatisfaction Responses for Gender in 
Outcome Failure and Process Failure 
Outcome Failure N Negative W-O-M F Tipping F 
Male 72 8.07 3.45 
Female 76 8.24 0.25 3.14 0.45 
R2 = .205 R2 = .274 
Adjusted R 2 = .160 Adjusted R ^ = .233 
Process Failure N Negative W-O-M F Tipping F 
Male 72 7.69 3.36 
Female 76 8.66 6.54** 2.11 5.08** 
R2 = .312 R^ = .120 
Adjusted R 2 = .271 Adjusted R ^ = .068 
*p<.10，**p<.05, ***p<.01 
Covariates: Dissatisfaction, Fate Belief, Face Concern 
Note: Means are adjusted for the covariate 
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4.6 Discussion 
The results of this thesis support the idea that personal values of fate belief and 
face concern will influence customer dissatisfaction of service failures. More 
specifically, customers who adhere to strong fate belief will be less dissatisfied than 
those with weak fate belief when service failures occur, and this pattern is more 
pronounced in cases of outcome failure. On the other hand, customers who have high 
face concern will be more dissatisfied than those with low face concern when service 
failures occur, and this pattern is more pronounced in cases of process failure. 
These findings suggest that fate belief and face concern are two distinct 
dimensions of personal value with different influences on customer (dis)satisfaction. 
Notably, the impact of fate belief is more salient on tangible service outcome quality 
(i.e., economic resources), whereas the impact of face concern is more salient on 
intangible service process quality (i.e., social resources). 
However, the study findings reveal that the impacts of fate belief and face 
concern were not salient enough to influence participants' intention to complain, and 
only face concern would influence their negative word of mouth. It is interesting to 
note that, when comparing participants' complaining and negative word of mouth 
behaviors, their means of negative word of mouth (M = 7 to 8) was considerably 
greater than complaining (M = 3 to 4，see Table 4.12 and 4.13). These findings reflect 
that, in general, participants were having low preferences to complain when they are 
dissatisfied, but they were more willing to spread negative word of mouth to express 
their dissatisfaction. Although no significant fate belief and face concern impacts on 
customer complaining behavior were found, these findings can be interpretable by the 
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cultural values. Previous cross-cultural research has pointed out that customers in 
collectivistic culture are less likely to complain than those in individualistic culture 
due to their harmony orientation, however, they are more likely to spread negative 
word of mouth to friends and relatives (e.g., Liu and McClure 2001; Lowe and 
Corkindale 1998; Watkins and Liu 1996). Notably, in this thesis, all our participants 
were from Hong Kong, which is a place dominated by collectivistic values (Bond 
1996). Therefore, it is highly possible that the impacts of culture are more pronounced 
in influencing customers' dissatisfaction responses in this study, especially for 
complaining behaviors. Besides, although no significant impact of face concern on 
participants' tipping behavior was found, the means pattern of tipping intention were 
in our hypothesized direction. 
In addition, the study findings discover that gender will influence customers' 
negative word of mouth and tipping behaviors. When dissatisfied, females will spread 
more negative word of mouth than males. However, males are more willing to pay 
tips than females even under service failure situations. These findings provide 
interesting insights to service managers that female customers will react more 
negatively than male customers when they are dissatisfied. Therefore, service 





This chapter concludes the whole thesis by highlighting the contributions, 
limitations, and future research directions. The first section presents the theoretical 
and managerial contributions of the thesis. Limitations are discussed in the second 
section, followed by the suggestions for future research. Finally, conclusion of this 
thesis is presented at the end of the chapter. 
5.1 Contributions 
5.1.1 Theoretical Contributions 
This thesis provides several important theoretical contributions. First of all, 
although past studies have recognized two distinct types of service failure, i.e., 
outcome failure and process failure, they shed little light on how customers respond to 
them. This is a pioneering study to address this gap by proposing an integrated model 
in examining the relationship among service failure type, customer dissatisfaction, 
and dissatisfaction responses by taking personal values into consideration. 
Besides, the findings of this study confirm the impacts of fate belief and face 
concern on customer dissatisfaction of two distinct types of service failure. More 
specifically, fate belief will have a stronger impact on customer dissatisfaction in 
outcome failure, whereas face concern will have a stronger impact on customer 
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dissatisfaction in process failure. It enhances the theoretical understanding of how 
customers' inherent fate belief and face concern affect their dissatisfaction of different 
types of service failure. 
Furthermore, although fate belief and face concern are two important constructs 
with high relevance and universal applicability in shaping customer attitudes, 
perceptions, and behaviors, not much marketing literature has applied these two 
constructs to examining customer behaviors. This thesis provides a starting point for 
applying these two constructs into the marketing context, and offers interesting 
insights into customer reactions to service failures. The application of fate belief and 
face concern in service context also points to many fruitful directions for future 
research, such as service recovery research, customer satisfaction research, and 
cross-cultural studies. 
5.1.2 Managerial Contributions 
This study offers several valuable insights for practitioners to act proactively in 
handling customer dissatisfaction. First of all, the findings of the impacts of fate belief 
and face concern on customer dissatisfaction enable service managers to implement 
better market segmentation and develop better service quality control strategies. 
Customers' fate belief and face concern may be affected by their demographic 
characteristics, social status, and religions, etc.，so managers should segment their 
customers by considering their background information. For instance, customers with 
professional job and social status may be more concerned for their face needs, and 
thus service managers should pay more attention to controlling process quality to 
these specific groups of customer. 
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Besides, previous cross-cultural research has pointed out that the magnitude of 
customers' adherence to fate belief and face concern varies across cultures (e.g., Lowe 
and Corkindale 1998; Ting-Toomey and Kurogi 1998). Multi-national service firms 
should notice the cultural variation of customers' fate belief and face concern when 
they enter foreign markets. For instance, customers in Asian countries are in general 
more concerned for face needs and believe in fate than those in Western countries 
(Bond 1996; Ting-Toomey and Kurogi 1998)，thus pointing to the relative importance 
of process quality control in Asian countries and outcome quality control in Western 
countries respectively. 
Moreover, the findings offer interesting insights that gender will impose salient 
influences on customer dissatisfaction responses. Results indicate that when 
dissatisfied, females will spread more negative word of mouth than males. On the 
other hand, males will exhibit a higher intention to pay tips than females. Therefore, 
service managers should make relatively more efforts in catering to female customers' 
needs and developing better recovery strategies to restore their satisfaction. In 
particular, service quality control should be emphasized for those service 
organizations that target female markets. 
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5.2 Limitations 
Despite the interesting findings and implications that emerge from this thesis, it 
is important to recognize its limitations. First of all, generalization of the current 
results is inherently limited by the experimental setting. Although scenario has been 
widely adopted in previous service failure research (e.g.，Mohr and Bitner 1995; 
Smith, Bolton, and Wagner 1999), it has limitations with respect to reality and 
contains descriptions of limited circumstances. In this thesis, only the restaurant 
context was adopted in the experiment to test participants' responses to different types 
of service failure. It is possible that the findings of this thesis may not be 
generalizable to other service industry contexts. Therefore, the model and hypotheses 
should be tested with a variety of methods and settings in future research, such as 
conducting field study to complement the limitations of scenario research. 
Besides, students were employed as participants of this study. Although students 
are one of the major customer segments of the restaurant industry, they may not be 
representative enough to the customer behaviors in general public. Therefore, there is 
a possibility that the thesis findings cannot be generalizable to other population 
groups. Future research should use non-student based participants to complement the 
thesis findings in order to enhance the generalizability of the results. 
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5.3 Future Research Directions 
There are many fruitful avenues for future research. In this thesis, the impacts of 
fate belief and face concern on customer dissatisfaction were examined independently 
by imposing statistical control on either the fate belief or face concern construct. 
Indeed, customers adhere to both personal values simultaneously. It is important to 
consider how the impacts of these two personal values together may influence 
customer evaluations of service failures. Future research can be extended to 
investigate the interactive relationship between fate belief and face concern on 
customer dissatisfaction. For instance, as the findings confirm that customers with 
high fate belief are less dissatisfied with service failures, whereas those with high face 
concern are more dissatisfied, customers who adhere to high fate belief and low face 
concern simultaneously may be the most satisfied groups in service failures. 
Therefore, studying the interactive effect of fate belief and face concern on customer 
dissatisfaction may be a promising direction for future research. 
Besides, the strong linkage among fate belief, face concern, and service failure 
type can be expanded to service recovery research. A majority of previous research 
has adopted justice theory to investigate customer evaluations of service firms' 
recovery efforts (e.g., Blodgett，Hill, and Tax 1997; Smith et al. 1999; Tax, Brown, 
and Chandrashekaran 1998). Smith et al. have pointed out that customers have greater 
preferences for receiving recovery resources that "match" the type of failure they 
experienced. For instance, customers who experienced outcome (process) failures will 
prefer recovery attributes that emphasize distributive justice and procedural justice 
(interactional justice). Since fate belief and face concern have various impacts on 
customer dissatisfaction of outcome failure and process failure, they may also affect 
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customers' preferences for specific justice dimensions of recovery. For example, 
customers with high face concern place greater importance on their social resources 
needs. If their social resources are lost in service failures, they may prefer apology 
(interactional justice) rather than compensation (distributive justice) from service 
firms. Thus, including fate belief and face concern as a moderating variable in service 
recovery research will be an interesting avenue for future research. 
Moreover, the impacts of fate belief and face concern on consumer behaviors 
should not be limited within the service failure contexts. The application of these two 
constructs can be extended to customer satisfaction with product/service quality, 
repurchase intention, customer loyalty, etc. Based on the thesis findings, fate belief 
has a greater influence on outcome resources exchange, whereas the face concern has 
a greater influence on process resources exchange. Therefore, these two personal 
values will influence customer satisfaction with different types of service quality. For 
instance, customers who adhere to fate belief may concern less for outcome quality, 
whereas those who adhere to face concern may value process quality more. 
In addition, the nature of the service industry may interact with fate belief and face 
concern in influencing customer (dis)satisfaction. Note that some of the service 
industries are relatively "outcome dominated" and involve less interaction with 
customers during the delivery process, such as retailing industries. On the other hand, 
some service industries are "process dominated" and mainly involve intangible 
interaction, such as insurance industries. Therefore, fate belief may have more salient 
impacts on customer evaluations for "outcome dominated" service industries, whereas 
face concern may have more salient impacts on customer evaluations for "process 
dominated" service industries. Therefore, considering the nature of the service 
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industry together with fate belief and face concern would be an interesting topic. 
Furthermore, many cross-cultural studies point out that the magnitude of fate 
belief and face concern varies across cultures (e.g., Bond 1996; Ting-Toomey and 
Kurogi 1998). In general, customers in Asian countries place greater concern on their 
face and exhibit more belief in fate than those in Western countries (Schutte 1998). 
Therefore, it is worthwhile to further examine the impacts of these two personal 
values on customer behaviors in different cultures. The expansion of the present study 
into cross-cultural context not only enhances the generalizability of the study findings, 




This thesis presents a conceptual model that integrates and extends previous 
service failure research on customer dissatisfaction, dissatisfaction responses, and 
personal values. The thesis findings confirm the impacts of fate belief and face 
concern on customer dissatisfaction, specifically, that fate belief will provoke a 
stronger impact on customer dissatisfaction in cases of outcome failure, whereas face 
concern will provoke a stronger impact on customer dissatisfaction in cases of process 
failure. These findings not only enhance theoretical understanding of how customers 
respond to outcome and process failures, but also provide important managerial 
implications in guiding management policies and actions in response to various types 
of service failure. The results of this thesis also point to many avenues for future 
research. Future research can be extended to examine the impacts of fate belief and 
face concern on service recovery issues, other service customer behaviors, as well as 
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